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OLD TOWN BRAND



Old Town Brand



TOURISM PILLARS



Tourism Pillars

General

Arts

Dining

Leisure/Relaxation

Nightlife

Shopping

Å Art Galleries

Å Museums

Å Performing Arts

Å Events

Å Boutiques

Å Art Galleries

Å Jewelry

Å Apparel

Å Unique gifts

Å Wine Bars

Å Breweries

Å Live Music

Å Dancing

Å Open Air Patios

Å Resorts/Staycations

Å Spas

Å Salons

Å Wellness 

Å Restaurants

Å Coffee Shops

Å Sweet shops

Å Wine Bars

Å Breweries

Å So Much To Do and See

Å Visit Old Town



TARGET
AUDIENCE



Audience Demographics

Millennial

Born: 1980 Ɲ1994
Ages: 27 Ɲ41

Gen X

Born: 1965 Ɲ1979
Ages: 42 Ɲ56

Baby Boomer

Born: 1944 Ɲ1964
Ages: 57 Ɲ77

25-mile radius 

from Old Town 

Scottsdale

$75K+ HHI

50/50 Male/Female



Audience Targeting

Contextual: refers to the placement of a display ad on websites that are 

directly relevant to what is being presented in the ad. The content within the ad is, 
therefore, directly related to the content on the site/page.

Behavioral: uses userƔs online activities + algorithms to determine which 
advertisements and messages will resonate most with them. 

Museums and Galleries, Foodies and Fine Dining, Family Activities

Interest: serves ads to users whose interests broadly align with Old Town 

Scottsdale.
Music, Nightlife, Festivals, Shopping, Spas

Keyword: using keywords relevant to Old TownƔs tourism pillars in website and 
ad copy to achieve top listings in search engine results.

Scottsdale attractions, Old Town things to do, local dining, western



Awareness DecisionConsideration Retention

PR

Print/TV

Word Of Mouth

Online Display Ads

Email

Paid Search

Landing Page

Third Party Reviews

Website

Email

Organic 
Social Media

Social Media Ads

Visitation Data/
Surveys

Audience Journey Map

Event Info 
Booths

Event 
Booking

Word 
of Mouth

Word of Mouth
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Campaign Timing

Western Week ($15K)

Mid-Jan ïEarly Feb

Brand Campaign:

Spring ($30-45K)

Mid-Mar ïMid-Apr

June Days ($30-40K)

Mid-May ïJune

Scottsdazzle ($65-70K)

Nov ïDec

Brand Campaign:

Fall ($30-45K)

Mid-Oct ïMid-Nov



Campaign Marketing & Media Mix

TV

Traditional

PR

Collateral / Misc.Digital

Å Print Ads

Å Billboards

Å Display Ads

Å Paid Search

Å Social Media Ads

Å Organic Social Media

Å Email Blasts

Å Streaming Radio

Å Podcasts

Å Rack Cards

Å Visitor Kiosk Posters

Å Residential Water Bill

Å Giveaway Items

Å Press Releases

Å Media Pitches

Å Connected TV

Å Channel 11

Å Live Remotes



Paid Media DISPLAY ADS
Brand 

Campaign

General CulinaryArts Shopping Nightlife Relaxation

Examples


